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Abstract 
 
This communication project has investigated how it would be possible for the sender - Dansk 
Vegetar Forening, to influence restaurants in Denmark to implement vegetarian dishes on their 
menus. Furthermore we have examined how it could be optimally achieved communicatively. Thus, 
we have conducted four interviews through the communication process, which has been analysed 
throughout the report. 
 
This issue we have worked with has been a real-life problem and we have therefore worked closely 
together with the sender during the project process, in order to find the best solution possible.  
 
During the process, we have utilised network theory inspired by the two-step flow model; Steinar 
Kvale’s theories in connection with qualitatively interview design; Brenda Dervin’s theories in relation 
to sense-making as a tool to create a dialogue between sender and target group; Preben Sepstrup’s 
perspective on relevance and the process of attention development and Kim Schrøder’s reception 
analysis model. The application of these theories has resulted in a communication product, which is 
the primary communicative focus in this strategic communication plan. 
 
The reception shows that the product has been received positively, but summing up; we conclude 
that due to a time of climate debate, unknown influences within the lifeworld of the interviewees 
alongside other external factors, there are still a few hindrances in communicating with the 
restaurants interviewed.     
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Chapter 1 - Introduction 
 
Pre log 
The current report is a result of the empiric data that we have gathered through a series of 
interviews, alongside an amount of collected theory. Our process began during a meeting with Dansk 
Vegetar Forening – the Danish Vegetarian Association (from now on referred to as DVF). They had 
an idea for a communication campaign, namely to inspire Danish restaurants to implement more 
green dishes1 into their menus. Furthermore, appointed by DVF, we were to develop a product with a 
goal of such.  
 
We began our research by conducting an interview with the restaurant manager of a Danish 
restaurant that had already successfully implemented several green dishes, nevertheless 
maintaining few meat dishes. Our initial contact with the restaurant business was with the co-owner 
of the newly started Il Dona, per recommendation of DVF. Our a priori understanding of the 
restaurant business made it necessary to test if there was a network, where restaurant owners 
have an influence on one another, and if so, who inspires whom?  
Klaus Bang, the manager of Il Dona, served as an inspiration for our process. He explained about the 
restaurant business and the challenges of serving green dishes alongside conventional dishes. In 
this initial stage, he pointed us into the direction of other restaurants, which he deemed as the 'top 
dogs' of the business – these being the inspiring trendsetters in the milieu. This choice was further 
theoretically supported. 
 
We proceeded by contacting the recommended eateries, namely the restaurants that are 
successful and highly rated in the area of Copenhagen. The two chosen restaurants differ in some 
aspects and our interviews are therefore geared towards understanding the important factors that 
would influence each of them to implement a greener menu. 
  
Problem Area 
Denmark has a long history of agriculture. With agriculture comes livestock and with livestock 
comes meat production. In other words, Denmark does not have a widespread tradition for 
vegetarianism.  
Facing this, DVF turned to us with a major concern, namely that Danish vegetarians and vegans are 
                                                
1 We have chosen to call it “green” dish in order to avoid any prejudices toward vegetarianism. See explanation of ‘green 
dishes’ in “Definition of key concepts.  
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caught in a tight spot when dining out. Through our survey, we found that 56 out of 81 Danish 
vegetarians find it difficult or very complicated to dine out.2 This leaves the impression that there is a 
need for “green” alternatives, despite the fact that vegetarians/vegans are a minority in Denmark 
(1%).3  
 
In this project, we will emphasize the problem that vegetarians and vegans have difficulties 
navigating through the restaurant jungle. A satisfactory vegetarian meal alongside their friends and 
family who are not necessarily vegetarian is likely to be hard to find. Hence, the problem may also 
affect the people around the vegetarian or vegan as well. 
 
Our survey further shows that the segment is interested in dining out, even though they think that it 
is difficult. Therefore we believe that the vegetarian and vegan segment is of value to the restaurants 
despite the fact that they only represent approximately 1% of the Danish population. One of our 
challenges is then how to enlighten the restaurants on this dilemma.   
 
The climate related media attention, especially during the present COP15 conference in 
Copenhagen, creates a focus on how our eating habits have an influence on the climate, amongst 
other things. This means that our message is travelling in a stream of other messages like it. To our 
project, this actuality has both an upside and a downside to it. The advantage is the potentially 
positive media attention for the restaurants, and the disadvantage is the risk of triteness due to the 
long-term climate discussions. 
 
Problem definition 
Bearing the abovementioned dilemmas in mind, we wish to investigate the communicative 
challenges in reaching a target group. We will examine how the target group receives our product, 
and whether their perception of it matches our intended purpose. Via a reception analysis through a 
comparative case study, we will attempt to answer the following question: 
 
 
What are the communicative challenges in affecting the attitudes of the 
restaurants in our target group, and how can we overcome these challenges? 
 
                                                
2 See survey (Appendix 8). 
3 Altomkost.dk – Hvor mange er vegetarer (2009) 
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Definition of Key Concepts 
In the following, the different concepts outlined regularly throughout the project report, will be 
defined. 
 
Green Dishes: A green dish in this report means a vegetarian dish made from vegetables and may 
include dairy, though not meat or fish. A green dish is not necessarily a vegan dish because it may 
include dairy products. 
 
Vegetarians: A vegetarian is a person that chooses not to eat meat and fish, that a person often 
does so because of one or more of the following reasons: Animal rights - not wanting to eat another 
living creature, or not supporting the way the industry treats farm animals, for religious reasons, 
climate concerns and health reasons.  
 
Vegan: a vegan is a person that does not eat or use any product that comes from animals.  
 
Network:  The network should be understood as a sort of infrastructure of the business, a sort of 
informal hierarchy where there is a top layer of restaurants that excel in some or all of the following 
ratings, quality, level of ambition, level of innovation, and reputation. The network between the 
restaurants in Copenhagen is informal and competitive. They eat at each other’s restaurants and 
most of them buy from the same sources - they probably belong to the same union, and read trade 
publications like Horesta.   
 
Trendsetters: Trendsetters amongst the restaurants are those who try new things on the menu, or 
those who open up restaurants with a new or 'trendy' concept and are viewed by their peers as 
being trendsetters. 
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Chapter 2 - Communication plan 
 
Inspired by Jan Krag Jacobsen’s 24 questions for planned communication4 this part of the report 
will be to clarify the considerations of the project process. We have included the aspects of 
Jacobsen’s suggestions, which we have found relevant to highlight.   
 
The Sender 
DVF is an association run by volunteers. Their overall purpose is to inform about vegetarianism, and 
serve as an inspiration for a vegetarian lifestyle. Unfortunately they do not have a professional 
communication department, and this is an aspect that hinders them in communicating. One major 
challenge that we have identified through the process of our cooperation is the way in which DVF 
does not adjust their communication to their respective target groups e.g. the non-vegetarian 
restaurants in this campaign. Instead, they seem to communicate with morally sound arguments, 
which results in a regression, if the addressees are not inspired to change. It is worth mentioning 
that we (the group) serve as communicative representatives for DVF in this project, hence decisions 
we make in the following processes are considered with the perspective of the association.    
 
Target Group and Receiver Group 
The general target group of our product consists of ordinary, not specifically vegetarian restaurants, 
whose target group includes people with various societal profiles: upper class, middle-class, 
youngsters, elders, families, etc. But in order to reach these standard restaurants, we have, inspired 
by the two-step flow model5, been motivated to investigate which restaurants that inspire others, 
hence who we think of as being opinion leaders possessing the influence to affect the opinion 
followers. Due to this, the target group of this project becomes the more exclusive, not specifically 
vegetarian restaurants, which might be obliged to pick up new tendencies and create new trends 
that are able to inspire other restaurants in the industry.   
     
Prior to our choice of the target- and receiver group, we consulted Klaus Bang, co-owner and 
directing manager of the well-appointed restaurant “Il Dona”. Through an interview in the initial 
                                                
4Jacobsen (2009) 
5 The two-step flow model is a communication model that connects mass and interpersonal communication. If the opinion 
leaders that function as experts for others, acknowledges the message, the public (followers) are more likely to adapt to it. 
(Windahl (2009), p. 71) 
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stages in the project process, he assisted us in the communicative selection of the receiver group.6 
Thus, in corporation with Klaus Bang, we have come across two restaurants, matching our 
abovementioned criteria: “Madklubben” and “Umami”. These Copenhagen based eateries are seen 
as popular and trendsetting within their own particular genres, and we therefore use them as our 
receiver group. With a status as opinion leaders within their milieu, we presume that their actions 
and changes are more likely to inspire other restaurants as opinion followers. We have therefore, 
interviewed the persons having the influence on the individual menus of each restaurant.  
 
Madklubben 
Madklubben is a luxurious bistro, whose main concept is “value for money”. They wish to offer a high 
standard product, assembled by good commodities, at a reasonable price level. Even though they 
are inspired by the French cuisine, they primarily use products from Denmark and the Nordic 
countries. Their guests include every social group of society. The ambition of the restaurant is first of 
all to leave an enjoyable general experience with their guests, but also to be “… the bistro in 
Copenhagen to deliver the most solid product (…) we prefer 4 stars rather than 5 or 3.” The reason 
for this is that 3 stars would make them as ordinary as the restaurant next door, and 5 stars would 
only give their guests higher expectations.  
 
The non-vegetarian restaurant has been chosen to explore the challenges, there may be in selling a 
product as such to a restaurant such as Madklubben.  
In this project, Madklubben has been examined through manager, Simon Leo Hansen. In addition to  
his managing position at Madklubben, he partakes in the responsibility of two other restaurants by 
the same owner, namely “Tony’s” and “Den Anden”. Simon has an experience in the restaurant 
business of two and a half year. Initially, he started his career as a waiter but already half a year 
after his employment, he was asked to be the manager of Madklubben. Gradually, his responsibility 
has grown after that. In the interview situation, Simon speaks on behalf of all three restaurants with 
a point of departure in Madklubben. 
 
Umami 
Umami (“deliciousness” in Japanese) is a luxurious restaurant inspired by the Japanese and French 
cuisine. With an “everything is possible”- attitude, they hold a vastly innovative menu ranging from 
very fine Sushi to exclusive steak dishes. Since their opening, 6 years ago, Umami has clearly seen 
                                                
6 The profile and role of Klaus Bang will be further elaborated on in the clarification on the relationship between the sender 
and receiver group 
  7 
themselves as trendsetters, as they were an unseen type of restaurant in Denmark. Their simplistic 
and extravagant concepts attract royalties, jet setters, alongside regular people of “Mr. and Mrs. 
Denmark”. The ambition is, unlike Madklubben, to be on the very high end of the business. The media 
has occasionally brought up Umami due to their mentioning in the Michelin-guide7, and on their 
2008-title by AOK as best restaurant of the city.8 
 
In the interview, Umami was represented by the manager, Melissa Stenberg Jensen, and in some of 
the places in the interview, she will also talk on behalf of the other restaurants with the same owner 
as Umami9, the restaurant MASH in particular. Melissa has a background of around eight years in 
the restaurant industry and six years ago, she was appointed best waitress of Denmark and later, 
best of the Nordic. After this, she had the opportunity to work at “the Paul”, a Michelin-starred 
restaurant, which later on gave her the chance to come and work for Umami. She started as a 
deputy manager and was later appointed manager. Melissa has thus also gone through a rapid 
development. 
 
Furthermore, both of the restaurant managers have been able to reach their current positions in a 
very young age, and we trust their background to give us a valid answer to our research questions.   
 
Il Dona and Klaus Bang 
The profile of Il Dona is a restaurant with the primary goal of serving healthy food. Implied in this goal 
is further their ambition to communicate to the society that to eat delicious and healthy food is not 
necessarily expensive or difficult. The restaurant is founded in the Italian cuisine, which is based in 
simple food, and the food is predominately made out of vegetables with only one dish of meat and a 
bit of fish. In Klaus Bang’s and the co-owner of the restaurant, chef Fabio Donadoni’s10 opinion, it is in 
the vegetables that the taste is best found. Furthermore, the intention with the restaurant is to 
show the society that it may be relatively easy to make good and healthy food out of very few 
ingredients.  
 
The restaurant tries not to promote them selves with a vegetarian concept; on the contrary, they do 
                                                
7They have received a Bib Gourmand - The term stands for a position that has been given by the Michelin Guide and means 
that the restaurant is ”an inspector’s favourite for good value.” It further means that the restaurant guest has the opportunity 
to enjoy two courses and a glass of wine or desert for $40 or less. (Michelin – Welcome to the Michelin guide (2009)) 
8 Restaurant Umami (2009) 
9 Le Sommelier, MASH and UmamiGo 
10 Fabio Donadoni is not only the man causing the restaurant to be named Il Dona, which is his nickname, he is also former 
head chef of the Michelin-starred restaurant of Era Ora and thus a recognized chef in the business. (ibyen.dk (2009)) 
  8 
not mention anything else but the fact that the restaurant serves healthy food. This was decided 
consciously; as they did not want to scare potential other guests away. 
 
The two owners, Klaus Bang and Fabio Donadoni have very different backgrounds. While Fabio has 
had a background in many years in the chef industry, Klaus Bang has a background with branding 
and marketing. Nevertheless, he has a thorough insight and a great interest in the industry. 
During the interview situation Klaus Bang represented the opinions of both owners.  
 
Like with all the other interviews we are aware of the subjectivity and hidden agendas that Klaus 
Bang may have with his opinions, and we will of course have this in mind when utilizing his 
statements. Nevertheless, his opinions served as a good inspiration to the development of our 
product. 
 
The relationship between sender and receiver 
According to Brenda Dervin and her sense-making methodology11, one-way communication 
campaigns may fail to have an influence on the target group, and she adds that, “more is provided in 
hopes that the message will become more acceptable.”12 Thus, the product has been developed with 
the assistance of Klaus Bang to use a dialog-based, two-way communication approach.13 
Dervin further emphasises that a product should be based on the lifeworld of the target group for 
the it to be acted on.14 Thus, Klaus Bang assisted us in reaching to an understanding into the 
lifeworld of the restaurant business to get as close to the recipient group as possible.  
                                                
11 On two-way communication based on dialogue 
12 Rice (2001), p. 70 
13 Rice (2001), p. 70 
14 Pedersen (2006), p. 92 
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The Product 
The long-term product is the “The Green Label” –sticker. The reason why it is a future prospect is 
because it needs some introduction, before the eateries will adopt it. The introduction will be 
presented in the following.     
 
The Letter 
The letter is a print media product that is set into play in order to inform the restaurant owners, why 
they should be part of the label agreement. It addresses each manager personally so that he/she 
will feel an immediate link to the information and needs that the letter suggests, hence it will be read 
as if he/she was thought of individually. The letter is therefore a pitch for the sticker of the future 
agreement. The pitch informs the receiver on the agreement, the advantages in participating in the 
agreement, and what it requires to be part of it. 
 
The Label 
The green label is a tag for restaurants to put up in their entrance window/door. The label will be 
visible for potential costumers who have special requirements in terms of vegetarian/vegan food, 
environmental friendliness or simply good commodities. 
The sticker signifies for guests that the restaurant has at least two vegetarian dishes, alongside an 
educated personnel in “green dishes”, and a noticeable concern for the environment.  
 
The development of the product will be further elaborated on in chapter 4. 
 
Intended Effect of The Product 
The product of this project is not intended to have an immediate effect, but rather to kick-start a 
prosperous process. The reception analysis of the product will give us an impression on what may 
need to be revised to have the product best communicated, and the product will then be further 
developed after the completion of the current project. The long-term intention is to create a “win-win” 
situation, for both restaurant goers and restaurant owners. With the agreement it will be simpler 
for vegetarian/vegan restaurant goers to spot where to go for a meal with similar possibilities as 
non-vegetarians, without the restaurants having to make extensive changes.  
The participating restaurants will potentially gain a previously “unknown” segment of customers and 
another advantage of the agreement will be an eventual exposure on web city-guides, AOK, iByen, 
etc. 
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The Message of The Product 
Encouraging the restaurants to become part of this label agreement will be done with the message 
that the participation in the agreement is valuable both for their customers and hence the 
restaurants themselves. The message is apparent through our emphasis on the demand from the 
vegetarians that they wish to dine out on the same premises as non-vegetarians. We wish to 
communicate our message to the Danish restaurants in a way that they perceive the change as 
being something they can implement easily. 
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Chapter 3 – Research Strategy  
In this chapter we will outline the generation of the qualitative and quantitative empirical data that 
have been made throughout the project process. Furthermore, we will give an account for the 
models that have been used in the analysis and for what reason they have been chosen. Lastly, the 
limitations that may have occurred will be outlined. We will start out by introducing the design.  
  
Comparative Case Study 
Motivation 
Since the main product of the product was to examine how our message is best communicated, the 
interviews with the receiver group were utilised to explore their reception of the current design of 
the product. The two restaurants, used as recipients of the product presentation, are from two 
rather different lifeworlds. They both have the character of setting trends, however, they do it by 
using two different business strategies. Therefore, we found it interesting to compare the two 
receptions of the product and hence to find out how the reception of our communication may vary 
depending on whom the recipients are. To go into depth with each of the two recipients, a case 
study approach was found appropriate, and in order to enable us to compare the two, the 
comparative case study approach was found suitable. 
 
The Case Study Approach 
In this project, two incidents are examined by a case study approach. According to Flyvbjerg the 
case study approach is used as a thorough examination of a specific example.15 Thus, we will use the 
case study to create an analysis of the reception, and employ their reactions towards the product 
for further adjustments matching the target group.  
Flyvbjerg perceives it as being possible to generalise on the basis of a single case study, if the case is 
chosen strategically.16 As aforementioned, our particular case studies was chosen through the two-
step flow model, and we have thus sought to generalize from the context-dependent knowledge that 
we gained from the case studies to provide an idea on how other restaurants similar to the receiver 
group may receive the product. 
 
 
 
                                                
15Flyvbjerg (2006) 
16Flyvbjerg (1991) 
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The Comparative Case Study 
The comparative case study is a suitable design to use when researching two similar cases that 
may differ in some respects.17 As mentioned in the clarification of the recipient groups, the two 
restaurants are both trendsetting, however, as will be further elaborated on in the reception 
analysis, each of them had different ways of receiving a product such as this. Thus, the examination 
is focused on how the case studies differ and align. The comparative case study was thus an 
opportunity to compare the cases, and the choice of presenting more than one case gave versatility 
to the analysis. This approach should allow a thorough examination in how the reception of the 
product may vary dependent on the recipient.  
  
Generation of Empirical Data 
In this section we will give an account for our generation of the empirical data, which has been 
conducted both qualitatively and quantatively.   
 
Qualitative Research Interviews 
Having chosen the comparative case study as the most appropriate method to answer the research 
questions, it has been logical to gain in-depth knowledge by doing qualitative semi-structured 
interviews with the restaurants in focus. For this, Steinar Kvale was chosen. In the following we have 
outlined some parts of the seven stages of the interview process as described by Steiner Kvale.18  
 
The social constructivist approach of the “traveler”19 was utilized throughout our two interviews. This 
approach implied that we tried to understand how the message could become important to the 
target group. This happens through a process of discovery for us into the lifeworlds of the 
restaurant owners.20  
 
The Process of The Interviews  
All interviews were semi-structured; we had prepared questions beforehand, and we would ask both 
respondents the same basic questions, however, using the semi-structured method allowed us to 
pursue other themes brought up by the respondents during the interview. The semi-structured form 
also allowed us the ability to follow up on, and to clarify the interviewees’ understandings, definitions 
of concepts, and to elaborate on significant previous answers. For a full elaboration on the use of 
                                                
17  Flyvbjerg (2006) 
18  See appendix 7, for the description of the seven stages 
19  Kvale (1997), p. 17 
20  See appendix 7 
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Kvale’s methods, see appendix 7.  
 
Quantitative Research Survey 
In our discussions about the product we would design, and the information we would have in our 
letter to the restaurants, we decided that there was great argumentative value in being able to show 
numbers on the demand for vegetarian or green food in restaurants. Therefore we wanted to try 
and produce some statistics on our target group's target group. Because this survey examines a 
consumer segment that is outside the focus of the rest of the project, we have not prioritised the 
process of the survey as intensely as the rest of the project, which has resulted in what we would 
call a 'quick 'n' dirty' survey. The survey was distributed through the Internet.  
 
The purpose of this quick and dirty survey was to give our selves an idea of how primarily the 
members of DVF, and other vegetarians and vegans, positioned themselves in relation to 
conventional restaurants and whether or not they had a desire to dine out or if this was too difficult 
given their specific diet. We are aware that this way of creating data might not be fully valid, as it had 
no methodological considerations. Nevertheless, our purpose with the survey was to use the findings 
solely as an argument in our communication product design. 
 
The questions of the survey were closed, with a set of answering possibilities that we had defined 
before hand. Most of the questions were simple ‘yes’- and ‘no’-questions, and some were multiple 
choice checkbox questions, where the respondent was asked to choose the answer that fits better 
to their particular situation. We asked questions about: how often they would dine out; if they found it 
difficult to dine out as a vegetarian or vegan; and if they thought there should be more places where 
they could dine out as a vegetarian.21 Even though we tried to formulate the questions in a simple 
way, and explain our questions in detail where we found it needed, we experienced some confusion 
from the respondents. Because we realized this after launching the survey we found it necessary to 
deem some of the responses invalid afterwards. This concerns the respondents that have not 
completed the survey, or answered that they are not vegetarian or vegan because the aim of the 
survey is to tell us something about the vegetarian and vegan populations’ thoughts and habits. This 
focus was chosen to show the restaurants that this segment may be important too and that 
vegetarians have a desire to dine out. 
 
                                                
21See the survey questions and results in appendix 8 
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Approach for the Product Development 
For the development of the product we have used the theories of a two-way communication of 
Brenda Dervin and the theory of relevance of Preben Sepstrup. 
We were inspired by Dervin’s theories on dialogue, in order to understand which elements are 
important to make the subject relevant for the target group. This led us to Sepstrup’s theories on 
relevance, to secure the following elements of importance: relevancy, exposure, preliminary attention 
and continued attention.  
The theories will be further elaborated on in the ‘Development of the product’ chapter. 
 
Choice of Reception Theory 
For the reception analysis of the interviews with the restaurants, we chose to utilize the multi-
dimensional model for reception analysis developed by Kim Schrøder. 
The five dimensions in the model include the concepts of motivation, understanding, awareness of 
construction, attitude, and action, and were all examined from the interviews with the restaurants. 
Schrøder emphasizes that the model should be understood as a model of dimensions and not a 
process model. Thus, one does not have to use all the elements in the model, and at the same time 
the order of the dimensions is optional.22 Moreover, the model ensured flexibility to investigate the 
important elements that were in the data. In this report, all dimensions will be analyzed more or less. 
                                                
22  Schrøder (2003), p. 67 
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Chapter 4 - The Product Development 
In this chapter, elements from Brenda Dervin’s sense-making methodology and Preben Sepstrup in 
terms of relevance has been used, to outline how we methodologically have developed the product of 
the report.  
  
Brenda Dervin on Sense-making Methodology 
Dervin’s sense-making methodology is based on the understanding that sense-making is best 
reached through dialog, and that for the product to appear relevant for the target group, their 
lifeworld has to be considered.23  
 
She states that the joint will for the sender and the receiver to be part of a common dialog is an 
important element for a successful communication process.24 Therefore, a dialogue between the 
sender and the target group will be sought maintained throughout the future process of the product 
presentations. This will be sought elaborated on in the concluding chapter of the report. 
 
The knowledge on the lifeworld of the target group was reached through the pre-interview that was 
conducted with interviewee, Klaus Bang. His opinions on the restaurant business were considered 
when seeking to adjust the product to be found relevant to the target group. 
 
Furthermore, in order for the target group to relate to a communication product such as this, the 
element of relevance is crucial. Thus, we have decided to use Sepstrup to outline the term of 
relevance.  
 
 
Preben Sepstrup on Relevance  
Sepstrup makes the following definition of ‘relevance’  
 
“That something is relevant means in ordinary language that it is significant, applicable and has a 
meaning in general or in a certain context.”25 
 
                                                
23Pedersen (2006), p. 85 
24Pedersen (2006), p. 87 
25Translated from Danish; ”At noget er relevant betyder her som i almindeligt sprogbrug, at det er væsentligt, 
vedkommende og har betydning generelt eller i en bestemt sammenhæng.” Sepstrup (2007)p. 144 
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For our communication to be perceived as being relevant, it is necessary that it has the attention of 
our target group. Sepstrup divides attention into the following stages: exposure, preliminary 
attention26 and continued attention.27 Exposure does not entail that attention is present; rather it has 
to do with our communication being distributed in a way so that the restaurants’ attention is 
possibly caught. But relevance and exposure alone is not enough; preliminary attention is a short 
process where the receivers notice one or more elements in our communication product. The next 
step is continued awareness, which is when the preliminary awareness is maintained and evolves 
into a further understanding based on the interpretation of the communication.28 So in order for a 
given restaurant to become exposed to our communication, and from there developing continued 
awareness, it has to be relevant from the restaurants’ point of view. This is crucial as to whether a 
communicative process will be created. So, it is important that the product is perceived as relevant 
in the preliminary attention process already, as the informants’ interest otherwise will not develop 
further.29  
 
In the beginning of the project process our communication plan was imagined to be the same as 
that of DVF, whose tradition is to communicate their morally based message rationally and logically, 
to persuade as many restaurants as possible in serving vegetarian menus. But after the pre-
interview our feedback suggested that the target group would experience this communication as 
having a low degree of relevance. As Klaus Bang stated:  
 
“… I was lucky enough to get hold of a few of DVF’s magazines, and what really hit me 
was how it really is a fight against meat (eating), which I think is a shame (...), because this angle 
creates opposing fronts; why not move past those fronts...”30 
This supported us in our a priori understanding of how to reach the target group, which meant that 
we decided to create an information product on the label agreement, which did not include DVF’s 
usual pro-vegetarian rhetoric. The information in our product is instead designed to be more likely to 
match the interests of the receiver group and thereby to be considered relevant. Therefore it would 
hopefully lead from exposure to preliminary attention and from there to a continued attention - and 
ultimately lead to a positive reception. 
                                                
26Translated from the Danish ‘indledende opmærksomhed’ 
27Translated from the Danish ‘fortsat opmærksomhed’ 
28Sepstrup (2007) p. 131 
29Sepstrup (2007), p. 131 
30Translated from Danish: ”så var jeg så heldig at få et par af deres blade (DVF), og det slog mig, det er vitterligt kampen 
mod kød, jeg synes det er synd (…) for du tager fat i noget, hvor du skaber nogle fronter, hvorfor ikke gå over 
fronten…” (see appendix 1, p. 13) 
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In our product design we have had the following considerations as to how, according to Il Dona, our 
communication could be designed so it was perceived as potentially relevant for our target group. In 
the interview with Klaus Bang he states that what might attract most restaurants is to focus on 
health. He further states that the main focus should be on what the trend is right now, which is that 
more people want to eat healthy food, that there is a demand for it, and therefore the restaurants 
will benefit financially from it.31 Because, we assume that when reaching out to any company the 
economical factors are experienced as having a high relevance – especially at present time with a 
financial crisis at work. Even though Klaus Bang mentioned that we should dismiss the CO2 
statements, we still thought it would be a wise choice to include this element. We suppose that by 
including CO2 as one of the elements in our communication it will draw further attention.  CO2 is 
very present in the media landscape of the time and we believe the opinions on climate, affect the 
trends and choices of the restaurants’ guests and therefore cannot be ignored in our 
communication product. Klaus Bang further states: 
 
“All in all, what we all look for, (…) is what the customers demand, so if you primarily 
have meat on the menus (…) then you will have a problem, so why not be in front instead of behind.”32 
 
In other words, according to IL Dona, a potential weighty argument to use in our campaign is: 
 
1) The advantages for the restaurants due to being innovative, ‘green’ frontrunners, and  
2) The danger of not adapting to the tendencies of the ‘green’ costumers’ demands and thereby 
fall behind in the competition with the other restaurants, who follow the tendency.   
 
This would of course make the task of having the restaurants apply the green label easier, but as the 
restaurants are already successful and have a good profit, we decided to include a perspective of PR 
and exposure of the restaurants that proclaim the green label, and this would be a main focus of the 
product in order to draw the attention of the target group. Furthermore, we conducted a survey as 
to document that there was an interest among potential vegetarian and vegan costumers in more 
vegetarian menus. This exposure would then potentially attract more customers - Danes as well as 
tourists.   
 
                                                
31  Appendix 1, p. 9  
32  Appendix 1, p. 10  
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A theoretical approach to our product design based on Preben Sepstrup 
Some of Sepstrup’s theories have been highly applicable to the design of our product, and which we 
have not yet had the possibility to touch upon in our previous empirically based description of his 
theories in relation to our interview with IL Dona. These theoretical points will now be given the 
space they deserve, which will deepen the understanding of why our product design was created in 
the way it was, and what could have been done different in a few aspects. 
 
We have designed our product in such a way as to minimize the danger of it not being relevant, by 
letting the following considerations be its guiding frame. 
 
In relation to the product, we have, in accordance with Sepstrup’s theory designed the text in such a 
way so that the text’s relevance in relation to the lifeworld of the reader is highlighted, which ought 
to result in an experience of the text having relevance.33 This perception is crucial for the attention 
and interpretation of the text,34 and the more our communication product is seen as having 
relevance the more likely it is to result in continued attention.35 This is also connected to our 
product’s information value;36 how much does the reader gain from the time spent on the product? 
How have we secured that the reader is given the feeling of holding in his/ her hands a product of 
high information value? To answer this, while going more into detail with our product, we have first of 
all addressed the letters to each of the restaurants within the target group, which is done to create 
an initial feeling of relevance that causes the attention to move directly from exposure to preliminary 
attention. Next, the first line in the letter includes the words ‘increasing tendency’, ‘focus on healthy 
food’, ‘the personal CO2 emission’ and ‘potential guests’, which are intended to quickly give the 
reader a clear idea of the letter’s relevance to him/ her. These words are placed in the first two 
lines and within the first sentence, which means that after a relatively short amount of time invested, 
the reader is guided in the construing of the product’s overall meaning. This means that the reader 
will have a sense of what the potential outcome invested in reading through the product will benefit 
him/ her. This is designed with the hope of the reader’s attention moving from preliminary attention 
to continue attention after the feeling of relevance has resulted in him/ her making the choice of 
reading the remainder of the letter. 
 
We want to make it clear that the part from line 4 to 7 in the product (the whole second half of the 
                                                
33  Sepstrup (2007), p. 159 
34  Sepstrup (2007), p. 140 
35  Sepstrup (2007), p. 144 
36  Sepstrup (2007), p. 151 
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first paragraph) is flawed. The mistake lies in the survey figures, because the survey result is based 
on 89 respondents, hence the use of percentage appears as misleading in this content. From this 
statement the letter leads to the argument that since this is the case then (and here we introduce 
our ‘carrot’) the green label is therefore of interest to the reader. As Sepstrup writes, for our 
product to be perceived as having a high information value then it also has to possess a high degree 
of credibility.37 This naturally means that this error has to be corrected in the product’s final version, 
since it otherwise could potentially hinder reception of the product. This could otherwise result in a 
negative perception of the sender, DVF, as being unprofessional, and maybe even manipulative. 
 
A further aspect, which according to Sepstrup, secures our product being seen as having high 
information value, has to do with it being intelligible to the reader.38 This is secured by doing the 
following; First of all, we have kept the language simple. Furthermore, we have divided the text into 5 
paragraphs – 1st paragraph, an introduction, 2nd paragraph, a description of the ‘green label’, 3rd 
paragraph, argumentation for why the reader should both read on and ultimately join the label, 4th 
paragraph, a description of what the demands are, and finally 5th paragraph, an offer for the reader 
to contact the sender, should there be the need for any clarification. 
 
Concerning the graphical side, we have designed the layout in a way to avoid it being too colourful, 
which on the positive side could avoid it as being perceived as ‘just another commercial.’ On the 
potentially negative side it could result in it being perceived as having a low degree of entertainment 
value, which is another of Sepstrup’s aspects.39 On the positive side, the design has been made to 
convey the letter coming from a ‘serious’, professional sender. In other words we hope to gain 
credibility through our design, which according to Sepstrup, is another important factor in securing 
our product as being seen as having a high degree of information value.40 We have divided the 
paragraphs by headlines in green writing, which is the same colour used in the label. Besides this, 
we have limited ourselves to including the visual design of the green label itself in the top right 
corner, which is intended to make both proposal and product more concrete for the reader. By 
keeping the layout simple, we intend to keep the focus on the text and the message in it, rather than 
having the attention divided by both text and graphics. This we see as ultimately strengthening our 
product. 
 
                                                
37  Sepstrup (2007), p. 151 
38  Sepstrup (2007), p. 151 
39  Sepstrup (2007), p. 151 
40  Sepstrup (2007), p. 151 
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Chapter 5 - Reception Analysis 
In the following chapter the reception of the product will be analyzed. The responds from the 
interviews with the recipient restaurants of Madklubben and Umami will be analyzed on the basis of 
the model for reception analysis, constructed by Kim Schrøder. Furthermore, the validity of the 
responds from each of the recipients will be considered and lastly, the reception will be discussed. 
  
Analysis  
The reception analysis was developed in this report to shed light on the recipient restaurants’ 
understanding of the product, their attitude towards it, the product’s relevance to the restaurants, 
to examine their outlook to the construction of the product, and to illuminate which future actions 
the product would result in. These five dimensions have been assembled in the model for reception 
analysis of Kim Schrøder, under the five elements of: 
 
1. Motivation 
2. Understanding 
3. Awareness of the construction 
4. Attitude  
5. Action41  
 
The five elements are inter-connected42 and it is also worth mentioning that each of the dimensions 
may have different values.  
 
The model has been developed for a flexible purpose, in a way that it is rather optional how to 
interpret the five dimensions. We found the model as very well suited to this analysis as the five 
elements are all of great importance when judging whether or not our product has a successful 
effect. 
 
In the following, we will seek to analyze each of the elements through the comparative case study 
where the recipient restaurants, Madklubben, and Umami, will be compared. The elements will be 
analyzed more or less in the same order as Schrøder presents them, with only a few changes.43  
We found it more relevant to present ‘understanding’ before ‘motivation’, see below. 
 
                                                
41  Schrøder (2003), p. 67 
42  Schrøder (2003), p. 68 
43 See above 
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Understanding 
On the element of understanding, Schrøder states that it may be important to examine whether or 
not the recipients’ understandings of the product match the sender’s intended message. That is, if 
the recipients’ understanding is the same as the “preferred understanding.”44 Due to the field of 
communication that this project is founded in, we see this dimension as of particular importance. 
 
Each of the restaurants understands the message as if there should be a larger focus on healthy 
and green food in their menus; however, to each of them they consider the climate part of it to have 
a high significance. To this understanding of the message, Umami states, “we should think more 
about how we treat this world.”45 She connects the future logo with a “clean earth” that one should 
cherish to enable continuous growth.46 Madklubben agrees with the interpretation that some focus 
is directed towards the climate-benefits, and Simon further questions how the check-ups would 
work. At first, he thinks that the agreement would include consultations where DVF would come out 
and check on the CO2-outlet of the food. This understanding was not completely in correlation with 
our stated message and our intent, therefore this is an interesting point of our product to the 
further development. Simon further points out that the understanding of the large focus on the 
environment may have something to do with the current time of the product presentation.47  
 
Motivation 
Now that we have made sure that the recipients understand the product, it is possible to illuminate 
their motivation. As stated by Schrøder the dimension of Motivation occurs when the product is 
relevant for the recipient. On one hand, the product should be relevant to the lifeworld of the 
recipient, and on the other, it should be relevant in the universe of the usage situation in a way that it 
evokes the elements of interest and curiosity and stands out in proportion to similar products, to 
draw an immediate attention.  
 
To this, Madklubben states that the fact of being addressed in a personal way, the letter ensures a 
level of relevance to the restaurant. Simon explains that the part where it says “Dear Madklubben” 
makes it relevant to him and ensures another way for him to consider the product. “Already at this 
point, my interest has been aroused (…) As a matter of fact, this is actually a proposition to me and 
                                                
44 Schrøder (2003), p. 68 
45 Appendix 4, p. 47 
46  ibid, p. 49 
47 Appendix 3, p. 35 
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not to everyone else here in Store Kongensgade”, he explains.48 In relation to this statement we can, 
in line with Sepstrup’s theories see that our design in this regard succeeds in causing Simon’s 
attention to move from exposure to preliminary attention and to continued attention, since he sees it 
as having relevance early on in the process of exposure. Furthermore, he comments on the 
statistical proof that is mentioned in the product, i.e. that the vegetarian restaurant consumers have 
a demand49 for more green dishes as part of the menu. He states that it is of great value to him.50 He 
also comments on the public exposure that the product may have an influence on. He states that 
the part on PR is very relevant to him but further comments that this is something that he would 
have liked to see more of.  
 
As far as Umami goes, Melissa states that the product has a definite relevance to them.51 The 
restaurant already fulfils the existing requirements to be part of the label agreement and therefore 
an interest towards the product occurs. She further states that it is something that evokes her 
curiosity as the awareness of the climate has a significant value to her, “(the climate) is something 
you always have to think of, but I tend to think more about it these (present) times…”52 Thus, to 
Melissa personally, and not Umami at large necessarily, this may even have a larger degree of 
relevance in the time setting that it is delivered. The fact that the product has a good cause is 
something, which Madklubben agrees on and something, which motivates Simon even more, 
however, the fact that the product is presented to him in the current time setting is not valued as 
something that works positively for him. On the contrary, he states that even though the time setting 
should not have an affect on his motivation for the product he cannot stop thinking that a letter such 
as this is “part of the circus that is going on at the moment.”53 Furthermore, while both restaurants 
are positively geared towards the climate awareness, which the product may bring with it, they both 
have different perspectives on the time setting of which the product is part. 
All in all, according to both of the restaurants, they are both motivated and curious of the label 
agreement. 
  
Awareness of The Construction 
Having illuminated the potential motivation that the product may have resulted in, the examination of 
their awareness of the construction is necessary, as this seeks to investigate whether the recipients 
                                                
48  ibid, p. 36 
49  According to our survey, approx. 96 % (Appendix 8) 
50  Appendix 3, p. 37 
51  Appendix 4, p. 47 
52  ibid, p. 49 
53  Appendix 3, p. 35 
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have an active role in the creation of the product or if they have a passive attitude towards it and 
thus, being indifferent towards the content and structure of the product. This illumination may be 
necessary when seeking to use the recipients as team players of the development of the product. 
The product concerns a label agreement between sender and recipient, and thus we find it 
particularly important to analyze their awareness of the construction of the product. 
 
Madklubben is positively geared towards the structure of the product. On the order of launching the 
letter with some info on the agreement and then moving on stating the actual benefits of the 
agreement, Simon states that it has a good ‘raison’ to it. As aforementioned, the survey results that 
were implemented in the letter has a positive effect to him, however, Simon would have liked more 
‘eye-openers’ on the economical benefits that the agreement might have.54 He further states that 
the bottom-line, of restaurants in Copenhagen in general, is about the economical profit,55 and thus, 
to him, the selling of the product is the statements on these advantages. Furthermore, the fact that 
we state AOK as part of the future agreement is positive to him as this illuminates a degree of PR. 
Furthermore; he states that it has something to do with the value of recognition in the brand of AOK. 
On a last remark, he mentions that it would not have done any harm had we made it even more 
personal. He further suggests that the letter could have been introduced with something about how 
the agreement would be suitable to Madklubben, in particular. This would make the letter stand out 
from other campaign products and make it interesting in a way that the recipients want to read 
more.56 The restaurant of Umami has a different attitude towards general offers such as this and 
seems satisfied with the amount of personality that it has currently. Furthermore, she states that it 
is “easy to read” and that it is well written and comprehensible.”57 She does not have any remarks on 
the beneficial part of the letter, on the other hand, in her view, the requirements of the agreement 
almost seem too easy to live up to. She demands more criteria.58 As to the focus of the product, they 
both agree that this is primarily aimed at the climate benefits and as elaborated on in the 
‘motivation’ part, they are both more or less positively geared towards this and find these benefits as 
being appropriate to include as results of the agreement. Moreover, both of the restaurants agree 
that the structure and content is well considered. Additionally, however, the restaurants differ in 
their opinions on which paragraphs should be emphasized more. While Madklubben would like more 
benefits to the agreement, Umami finds the product as being something that is easy to be part of, 
                                                
54  ibid, p. 34 
55  ibid, p. 35 
56  ibid, p. 36 
57  Appendix 4, p. 47 
58  ibid, p. 48 
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and hence the restaurant questions the requirements. 
 
On the future logo, Umami likes the feeling it has to it, that one should pay regard to the earth so 
that it remains clean and green. She is positive towards what the logo symbolizes.59 On the contrary, 
Madklubben would have liked the logo to have more to do with food. Nevertheless, he stresses the 
importance of the value of recognition that the logo should have. To that he says that one could have 
made it even more “cheesy”, but memorable nonetheless.60 On a last remark, he emphasizes that 
one should be careful not to talk of trivial; in his opinion our focus should be“ more about the text and 
less about the logo.”61 Umami further agrees on this when they state that they do not place any of 
their logos in their window, as they like to keep a clean façade.62 Thus, to both of the restaurants, the 
focus is on the letter. 
 
Attitude 
As will be illuminated in this section, the recipients’ motivation and attitude are two different things. 
The part on this element will illuminate the subjective attitude to the product, and whether the 
recipients have an accepting or a dismissive attitude towards it. To this, Schrøder63 points out that in 
an interview situation, the emphasis of the attitude will primarily occur when negatively toned as the 
recipient has a larger awareness of their attitude when it has a sense of negativity. Nevertheless, in 
the following we will seek to go into depth with their attitudes as much as possible. 
The immediate attitude of Umami was by large and far accepting. Melissa adds that the label 
agreement is “just what they need.”64 She stresses that Umami has been exposed in the media due 
to their large import, which is flown in from Japan. Thus, she states that the participation in the 
climate-friendly label agreement would signal to the public that they are aware of the environment.65 
As to Madklubben, Simon agrees that the participation of the label agreement would issue a 
description that would be good for the restaurant. He further reckons that the agreement would be 
something “easy to sell to restaurants.”66 Nevertheless, he emphasizes that he, on behalf of 
Madklubben, Tony’s, and Den Anden, would want something more out of it. To that, he explains that 
“Ever since we opened (Madklubben) we have been in such a favourable situation that we could tell 
to the people offering us such propositions that we wanted something out of it (…) or else, we would 
                                                
59  ibid, p. 49 
60  Appendix 3, p. 39 
61  ibid, p. 41 
62  Appendix 4, p. 49 
63  Schrøder (2003) 
64  ibid, p. 47 
65  ibid, p. 48 
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not bother.”67 He further adds that Madklubben is a restaurant that holds their concept in a tight 
leash and, hence they are difficult to “push around.” -“We have our manual, our script” on how to do 
things.68 Hence, he stresses that he would be much more willing to deliver what it takes to be part of 
the agreement had he opened up a new restaurant where the development of the menu is in the 
early stages. Furthermore, manager Simon is not convinced into making large changes to the 
concepts of the restaurants until more benefits are ensured. To him, the benefits of satisfying the 
group of vegetarians, and the larger awareness of the CO2 outlet in the food, is not enough.69 On the 
contrary, Umami sees the benefits manifesting clearly in the product. To Umami a future with the 
label agreement is a “win-win”70 situation and something you cannot loose anything by 
implementing.71 In spite of the shared motivation, their attitudes differ.  
 
Action 
In this part of the analysis, we will aim at illuminating the application usage, that the product has to 
the recipient restaurants and further, how the recipients relate to a potential future with the label 
agreement and how they will act towards it. Thus, this is the part where their theoretical motivation 
is being challenged by their will to act.  
As illuminated in between the lines in the part on attitude, the two restaurants have two rather 
different takes to a future of the label agreement. As stated in the above, Madklubben believes that 
the product has the possibility to reach out to many restaurants in Denmark and the new ones in 
particular. Due to the fact that Madklubben has a tight concept to keep with, they are not willing to 
adapt to the agreement unless they see the definite economical benefits that may follow from it. As 
long as these are not obvious benefits they will not be the first restaurants to launch the agreement. 
As to Umami, they already have the service of two vegetarian starters and two vegetarian main 
courses on their menus, and as Melissa states “we would be able to go up and put this green logo 
on our door right now.”72 When asked how they would meet the possible needs that a vegan, who do 
not eat any animal products, would have, Melissa adds “without any problems.”73 She furthermore 
mentions that their participation in the agreement would require a public exposure in terms of 
media, etc. All in all, she likes the idea of the reputation that may follow from the participation as she 
finds it to be something, which Umami and their other restaurant MASH need. Furthermore, she 
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states that having 200 guests per evening, they have at least one or two vegetarians amongst, who 
they simply “need” to relate to.74  
Thus, both of the restaurants are open towards a future in the label agreement, however, while the 
participation comes within the near future for Umami’s part, Madklubben may need to see the 
beneficial results from it before adapting to the necessary changes. 
 
Validity of The Responds 
Now that we have analyzed the responds, we find it important to illuminate whether or not this 
reception would be the same had we not been present in the product presentation. As the reception 
analysis is given on the basis of interviews, we have had the chance to observe the recipients while 
receiving the product, which would not necessarily be the case in the potential further process of the 
product. Coercing the recipients to read the letter and to take an immediate stand may result in a 
biased reception in proportion to how it would be in reality. In addition, they did not have the 
possibility of throwing the letter out prior to the reading of it as could be done in reality. 
Furthermore, the observance of their reception also enabled us to elaborate on elements of the 
product that needed to be elaborated on. Nevertheless, to compensate for the differing operation, 
we sought to ask the restaurants questions on how they would perceive the product had we not 
been present. 
Nevertheless, our presence in the interviews illuminates the risk that the interviewees may not 
express their honest opinions when asked questions of a moral quality. E.g. when Melissa explains 
about her opinions on the climate and climate changes, we have had to bear in mind that this is her 
personal opinion and may or may not be a result of her wanting to give us a positive impression of 
her persona, therefore her statement may not be equivalent to a professionally based consideration 
and change of business strategy. This we will bear in mind, although we believe that this is a 
common risk for interviews in general. 
 
Discussion 
Having analysed the five dimensions and further elaborated on the validity of the responses of the 
restaurants, it may be necessary to illuminate some of the parameters that may have an effect on 
the reception. Schrøder mentions the important aspect of the roles that each of the respondents 
may have, and that the researcher should be aware of this aspect when analysing the data, even 
though it is not part of the model.75  Thus, in the following part we will seek to outline the inter-
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personal aspect of the analysis, and how each of their profiles may have an opposing effect on the 
reception. This social aspect will lead us on to an elaboration on the further cultural and societal 
context that the reception operates in. In our view, the implementation of the social, cultural, and 
societal context is necessary to a further understanding of how the recipient group responds as 
they do. Finally, we will seek to sum up on the research process of which the product has appeared 
in. 
 
Although both restaurants belong to the top rated end of restaurants in Copenhagen, they differ in 
many aspects. First of all, they differ in the size of the menu, which may have an influence in regards 
to how they can adapt to the label agreement. Madklubben makes a virtue out of changing their 
menu quite often; however, due to their concept of running with a mere selection of four different 
menus, they have a rather limited selection of ingredients.76 Thus, unless the restaurant is willing to 
expand their purchase of ingredients, the requirements of the label agreement will have difficulties 
being met. Moreover, the restaurant does not seem open-minded to such a large change unless 
they know for a fact that it is something they will benefit from financially. Umami, on the other hand, 
has a large variety of selections and additionally, they have a large focus on green and healthy food 
already. The wide range of selections enables a greater open-mindedness to new initiatives.  
Furthermore, the restaurants differ in their level of ambitions. While, Madklubben claims to be 
satisfied with their 4 stars77, Umami’s attitude that anything is possible seems to be reflected in their 
high ambitions. Umami has a Bib Gourmand and further, they were named Best Restaurant of the 
City by AOK78 in 2008. This is something that may have an influence on their attitude towards 
making it easier for vegetarians to dine out. Although both restaurants like the idea of welcoming 
every groups of society, Umami’s will to adapt may be larger.  
 
The illumination of the larger cultural and societal causalities behind their responds to the product is 
worth taking up for discussion as these may have an effect that was not scheduled for. 
First of all, the product was presented to restaurants with primarily meat on their menus, which 
illuminates the first challenge to a future with the label agreement. Without doubt, the selling of the 
product would have been a completely different task, had we directed us towards already vegetarian 
established restaurants. This tradition has an enormous effect on their reception of the product, 
and for Madklubben in particular, the tradition is also one of the trademarks of the restaurant. Thus, 
obviously, the participation in the label agreement would require more changes for them to adapt to. 
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For a successful restaurant such as this, do they really want to take the risk of making any changes 
with the odds of losing their already existing customer base? This leads us to the next challenge; 
which is, the fact that each of the restaurants run without any problems already so why make any 
changes? As manager of Madklubben stated, he would be much more willing to adapt to the label 
agreement had he just opened up a new restaurant that needed the publicity.  
 
Another causality to take into notion is the societal aspect of the time setting that the product is 
being tested in. Due to the contemporary climate summit, COP15, there has been a large focus on 
the environment and on what one can do personally and business wise to decrease the CO2 outlet. 
This may have an effect on the reception; however, whether the effect is negative or positive differs, 
as mentioned in the above analysis. While Madklubben may be blinded by all the other initiatives, 
which are being initialized at the moment, Umami sees our product as being just what they need in 
times like these. Both restaurants are aware of the agreement may have a positive result on their 
reputation; nevertheless, the restaurants differ in their will to act on it.  
 
In our perspective, there are several criteria that set aside Madklubben and Umami. These criteria 
seem to effect their reception. The criteria are based on the considerations that the restaurant 
representatives shared with us during the interviews, and other factors that where present covert in 
the interview, namely ambition level, attitude79, concept, budget, recognition from peers and 
customers, and the presence of a need for (good) PR.  
The abovementioned criteria are factors about the restaurants that influenced the reception of our 
product. It might be possible, with these criteria, to categorise other restaurants further into 
segments that we could work with in the future. We believe that these categories are somewhat in 
correlation to which segment of restaurants both we as outsiders and they themselves would place 
them in. We will elaborate on the possibility for categorisation of the target group in the paragraph 
on future development. 
 
To sum up, the reception analysis demonstrates that an acceptance of the further process is highly 
influenced by the concepts of the restaurants and on the roles they have. It shows that the gap 
between theoretical attitude and putting it into practice can be large. Innovative or not, both of the 
restaurants agree that the economic benefits of the agreement have to be obvious for them to 
adapt to it. Thus, the analysis has shown us that a product such as this will best succeed, when 
delivered as a communicative practice where negotiation is a necessity. Had the letter been sent out 
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to them, we would not have the guarantee to hear from them, we would not have the ability to 
elaborate on the construction of the agreement, and thus we would not be able to communicate 
with the restaurants on what their potential demands are to accept an agreement such as this. To 
ensure a future for the agreement, the sender and receiver have to negotiate to agree what the 
product should entail. 
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Chapter 6 – Conclusion 
  
Conclusion 
In this chapter, the problem statement will be sought answered on the basis of the reception 
analysis processed. 
 
All in all, the recipients have received our product positively; however, there are still hindrances in the 
communicative process. One of these are contextual factors such as the situational and societal 
influences on the respondents’ understandings of the product; in our case the media discourse 
surrounding the COP15 has influenced all of our interviews. On this very point we acknowledge the 
fact that the recipients interpreted the label agreement with an increased focus on climate, more so 
than we had intended or anticipated.  
 
The sense-making of our product is in part dependent on dialogue and negotiation between the 
recipients and us as representatives of the sender. The reception of our product is either helped or 
hindered by occurrences in the recipients' lifeworlds, unknown to us as beforehand. This is 
something that may be impossible to discover unless a dialogue is initiated. We cannot know what 
occurrences that are affecting our target group beforehand, but through our interviews we have 
learned a great deal of how restaurants of different segments perceive the same product. We have 
learned that the reception differs, based on some or more of the following criteria: the ambition level 
of the restaurants, their attitude80, the concept of the restaurants, its budget, the recognition from 
peers and customers, and the presence of a need for positive PR. 
 
These are some of the criteria that set Umami and Madklubben apart from each other, and these 
are some of the themes that were brought up in the interviews, or that we assessed, based on their 
explanations and reactions, as having an effect on their attitude towards the product. How we will 
work further with this knowledge will be elaborated on in the paragraph on the further development 
of the product.  
One of the challenges in affecting the attitudes of our target group concerns the economical 
aspects of the label agreement. We cannot promise them that they will benefit from the agreement, 
and in the meeting with this hypothetical product - the label agreement - they had no previous 
knowledge of the label and thus the label did not have a representative value. This value of 
                                                
80 Here we are referring to the attitude towards their guest and how open they are towards the special wishes of guests. 
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recognition and the link to the values of it is something that would take a longer period of time to 
establish. Therefore the label did not, at this point, in itself represent added attention for the 
restaurants and thereby no greater revenue. The restaurants in our receiving group are doing well 
economically, and therefore this argument does not seem to have a great effect on them. Potential 
economical prospects of participating in the label agreement for these two, already very successful 
restaurants, is not enough reason alone to commit to the green label. However, the PR aspect of 
the product is perceived as having great value to both, though especially for Umami, because of their 
negative mentioning in the media concerning climate, whereas Simon mentioned that it would be 
very relevant if he was opening a new restaurant and in relation to this needed the PR.  
 
In addition to this, it is an unforeseen problem that the manager of Umami did not seem willing to 
place the actual sticker in the window of the restaurant, it was however not a reaction because of an 
overt dislike of the sticker but a wish to keep the façade 'clean'. This may be a problem if more 
restaurants have the same aversion towards placing a sticker in the entrance. The result might be 
that the label agreement may not have the same signal and guiding value for the vegetarians, as we 
had hoped for. This potential problem could perhaps be overcome by designing additional supportive 
communication products for the ‘Green Label’, such as an annual, physical map of cities, highlighting 
the restaurants under the label. Or it could be overcome by an extended focus on exposure through 
the Internet, with a following guide to the locations of the ‘green’ restaurants. 
   
Future Development - putting the project into perspective 
The results of the reception analysis have given us many points – positive as well as negative. We 
will here present some suggestions of our main thoughts for a future development of the product.  
 
It would be a useful tool in the future campaign for the label to make a further development of the 
abovementioned criteria from the conclusion; ambition level, attitude, concept, budget, recognition 
from peers and customers, and the presence of a need for positive PR, and then develop it into a 
categorisation model. In such a model we would categorise the target group into finer sub-
segments, and from there develop a product specifically for each segment emphasising the aspects 
that are particularly important to the different segments.  
 
Additionally, we will maintain a dialogue with the recipients regarding the understanding, but also the 
attitude towards the product. What we found to be crucial was the respondents’ negotiation of 
opinions during the interviews, as the dialogue between the interviewees and us hold the opportunity 
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of exploring the respondents’ lifeworlds. This further matches Dervin’s sense-making theory and 
Kvale’s interview methods.  
 
Thus, our most important advice to DVF is to include dialogue in their work for vegetarianism, in 
general. This will enable them to plan communication that is more likely to be seen as relevant by 
their target groups. This is particularly the situation for the further development of the label, which 
we see as the clearest direction towards DVF’s goal of ensuring more vegetarian menus in 
Denmark. For instance, the green label information letter will have a higher chance of a positive 
reception if some form of dialogue-based follow-up consultation is an option for the target group. 
This would be necessary in cases where specific segments does not fit into the categorisation model 
perfectly, which is likely to be the case in some instances. Rarely life fits exactly into a model. 
 
Evaluation of The Process  
We have come to the conclusion that some of the aspects of the process may, in hindsight, be 
problematic for our validity in the generalisation of our project findings. 
In our conducted survey, we chose only to focus on vegetarians and vegans as our response group. 
This has afterwards proved to be a problematic decision; if we wanted to explore the potential 
customers of our target group - then why did we limit ourselves to this potential costumer segment? 
Had we asked a more broadly defined target group, such as people who do not define themselves as 
vegetarians or vegans, and still go out and eat vegetarian, we would probably have gotten both more 
relevant respondents, and a deeper analysis.  
 
In overall, we see our process as having been successful. We have explored a topic that is of great 
interest and significance to us, and our sender, and we have gained further knowledge on the 
subject. It has also been a useful experience to cooperate with a real-life communication problem, 
with a real-life sender, and help them plan a strategic course that is likely to lead them towards their 
goal of making Danish restaurants offer more vegetarian dishes on their menus. 
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